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The ‘online shopping experience’ has recently been considered in marketing literature with 
the crossing of the fields of consumption experience, shopping experience, and online 
experience. A potential positive impact to the e-retailer’s performance has been emphasized. 
The conceptualization of the ‘online shopping experience’ (OSE) is still at hand as neither 
operationalization nor quantitative, and empirical test have been realized yet. 
Using the procedure specific to a high-order hierarchical model with formative constructs, 
this research results to the first development of a measurement index consisting of 4 
dimensions (physical, ideological, pragmatic, and social) to evaluate the OSE lived by the 
consumers. A quantitative survey has been conducted with 1142 respondents. The research 
delineates the scope of the OSE and defines reliable scales for evaluating the dimensions of 
the OSE, some of them missing from the literature. 
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